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Introduction
o Social media strategy development 
with the NZ Breakers
o Social media within the sport 
industry is embedded within 
marketing practices
o Social media enhances the 
consumer experience
Background Literature
Social Media
o Motives for online consumption include: 
Information, entertainment, interpersonal communication, escape, pass time, 
fanship, team support, fan expression, economic, and technical knowledge 
(Seo & Green, 2008) 
o Help nurture relationships with fans
(Waters, Burke, Jackson, & Buning, 2011)
o Instant communication between the team and fans to:
Share news, leverage existing sponsorships and promotional campaigns, conduct 
PR strategies, and obtain feedback from the fan base 
(Shilbury, Westerbeek, Quick, Funk, & Karg, 2014)
Social media fan engagement example
Background Literature
Market Segmentation
o Targeted marketing has a greater likelihood of eliciting a 
favourable response (Doyle, Kunkel & Funk, 2013)
o Traditional segmentation, demographics and psychographics
o Spectator segmentation have included brand associations 
(Ross, 2007), attachment levels (Alexandris & Tsiotsou, 2012) 
and dominant consumption patterns (Bouchet et al., 2011)
Background Literature
Psychological Continuum Model (PCM)
o Four stages of increasingly deep connection: Awareness, 
Attraction, Attachment and Allegiance (Funk & James, 2001)
Involvement Construct
o Beaton and Funk (2009) developed an algorithm that uses the 
involvement construct as a staging mechanism for placement along 
the PCM.
Problem and Purpose
Problem: limited understanding of sport fans who use social 
media and their connection to the team. 
Purpose: explore a professional sport team’s social media 
community and segment based on connectivity.  
Methodology
Participants 
◦ Recruited through Facebook and Twitter
◦ Members’ newsletter (season ticket holders)
Data Collection
◦ Second half of the 2013-2014 season
◦ Online questionnaire
Incentive
◦ Tickets to the final regular season game
Measures
o Demographics
o Social media usage
o Involvement construct 
dimensions: Hedonic, Centrality, 
and Symbolic
(Beaton, et al., 2011)
o Resistance to change
(Pritchard, Havitz & Howard, 1999)
o Consumption behaviours
Participants (n = 312)
o Female: 57.7%; Male: 42.3%
o Mean age: 36 years old
o North island residents: 90%
o Breakers members: 21.2%; Non-members: 78.8%
Breakers’ social media engagement
Data Analysis
1. Confirmatory factor analysis (CFA)
2. PCM staging algorithm 
3. Construct Validity
CENTRALITY
SYMBOLIC 
VALUE
RESISTANCE 
TO CHANGE
HEDONISM .63 .60 .51
CENTRALITY
.81 .41
SYMBOLIC 
VALUE
.43
Confirmatory Factor Analysis & Construct Correlations
PCM Staging
Frequency %
Ambivalence 50 16.1
Attraction 132 42.3
Attachment 88 28.2
Allegiance 42 13.4
312
Resistance to Change & PCM Stages
Discussion and key contributions
o A large segment (42%) placed within the Attraction stage
◦ Managerial implications
◦ Social media can be used to nurture growth of fan base
◦ Opportunity to increase fan commitment
◦ Influence content of social media messages
o Less than 15% of questionnaire respondents were placed in 
the Allegiance stage.
o Findings may help to dispel the myth that social media is 
nothing more than an additional means to connect with 
already deeply loyal and identified fans.  
Questions
